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CenTrust 
puts color 
into city 
on request 


ByM.-J. TAYLOR 

If you can light up David Paul’s 
imagination, the chairman of Cen¬ 
Trust Savings just might light up the 
downtown tower in honor of your 
event. 

There are no hard and fast rules for 
lighting the building, said Alan 
Merkur, senior executive vice 
president. But there are some 
guidelines Mr. Paul follows when 
considering requests. 

For example, is the event 
charitable? More importantly, does 
the event promote Miami or the 
revitalization of downtown? 

At Bayside’s request the tower was 
lit in the shopping center’s colors 
during its first anniversary celebration 
this month and the tower will twinkle 
for the Junior League’s Miami Magic 
event Saturday. The building is 
specially lighted for Easier, Christ¬ 
mas, Passover, Miami Dolphin home 
games and all federal holidays. 

Mr. Paul makes the final decision 
and all requests are referred to his 
secretary. If the lighting is approved 
there is no charge to the sponsored 
event, Mr. Merkur said. He estimated 
it costs about $1,000 to change the 
color filters — it takes 15-20 man 
hours — and pay the electric bill for a 
night’s tribute. 



Downtown business 
group picks director 
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The lighted CenTrust tower as it looked last week 


The lighting of the building was Mr. 
Paul’s idea. “He wanted the building 
to stand apart from the rest” and he 
wanted name recognition for Cen¬ 
Trust, Mr. Merkur said. Mr. Paul 
recognized that the reflective nature of 
the building’s “curtain wall” would 
easily lend itself to dramatic lighting. 

The concept “kind of snowballed,” 
he said, and the building shines in a 
combination of ten colors other than 


white about 120 nights a year. The 
palette includes red, yellow, orange, 
purple and several shades of blue and 
green. 

The combination of red, white and 
blue is reserved for federal holidays, 
but otherwise your imagination, and 
the palette, is the limit. Requests 
should be submitted several days in 
advance to Mr. Paul’s office, 376- 
5000. 


Citadel facade may be arena ticket office 


By CINDY KRISCHER GOODMAN 

When you step out of your car to 
see a show or basketball game at the 
new Miami Arena, you may step on 
the former site of the Salvation 
Army Citadel Building, an historic 
Gothic-style structure well known to 
long-time Miamians. 

To help fulfill a National 
Basketball Association franchise 
requirement for 4,500 parking 
spaces, Miami’s Department of Off- 
Street Parking took out a five-year 
lease for three lots owned by Daniel 
Arias adjacent to the arena. 

The department will resurface the 
lots, one of which holds the remains 
of the Citadel Building. A portion of 
what’s left of the building will be 
removed for parking space while 


what remains of the Citadel’s front 
wing may one day hold an arena 
ticket office. 


In 1926, the Salvation Army had 
its first permanent home in Miami in 
the Citadel, 49 NW Fifth St. The 
Citadel served the Salvation Army 
until 1969, when it moved to new 
headquarters on Flagler Street. The 
old building remained vacant. 


Miami Citadel Inc. announced big 
plans last May to add two stories to 
the existing 1925 structure and erect 
a five-story, glass-wall office 
building at the north side of the 1925 
structure. Principals of the 
development group were identified as 
Doran Jason, Willy Bermello, 
Richard Weiss and Lynn Weiss. The 
group had an option contract with 


Mr. Arias. 

After a fire almost destroyed .the 
building Dec. 24, the parking 
authority stepped in to secure its 
lease arrangement for the property, 
one block from the new arena. The 
department says it will remove the 
charred remains of more than half 
jhe structure but hopes to preserve 
the Citadel’s Moorish facade. 

“We haven’t moved ahead with 
plans for what’s left of the building 
yet so it won’t be ready for the arena 
opening,” said Jack Mulvena, 
executive director of Off-Street 
Parking. “Our first priority is 
parking. 

“When we’re ready to do 
something with the front of the 
building, it’s going to need sub¬ 
stantial work.” 


ByM.-J. TAYLOR 

Patricia Allen took over the reigns 
of the Downtown Miami Business 
Association on Monday, replacing 
Carlos Batista, who had been 
executive director two years. 

Under her direction the association 
will continue to play a key role in 
revitalizing downtown. 

Mr. Batista is leaving to spin off 
Light Up Miami as a separate non¬ 
profit organization. The light-up 
program originated under him when 
he took over the association in 1986. 

Since 1977, when three downtown 
merchants founded it, the association 
has grown to 150 business mem¬ 
berships and broadened to include not 
just retailers but developers, hotels, 
banks, attorneys and other 
professionals. 

It is lime, Ms. Allen said, to merge 
the needs of the corporate and retail 
membership. 

Superficially, some concerns of 
small retailers — such as police and 
security — are of less interest to the 
larger entities that have their own 
security staffs. 

Bur “both have a single common 
interest,” she said: “To market 
downtown generically.” And to 
change the perception of the safety of 
downtown Miami. 

It’s a marketing issue, Ms. Allen 
said, a question of image and 
education. 

“Downtown Miami is the biggest 
retail district and there are hardly any 
vacancies ... on Flagler Street, so it is 
a very viable business environment,” 
she said. “The issue of crime is a 
perception problem not reality. 
(Crime) statistics are lower than 
Coconut Grove or anywhere else.” 

The Miami police department 
doesn’t keep comparative crime 
statistics between the downtown 
business district and other retail 
centers. But Li. R.J. Stearns said that 
“our crime is minimal . . . During 
business operating hours we have very 
few purse snatchings, etc.” 

Changing that image is only half the 
challenge facing Ms. Allen. She must 
also reintroduce the downtown office 
workers to the retailers. 

“We’re really excited because we’ve 
got a lot of things in the works to try 
to merge the needs of the retailer and 
the office worker. For years the 
retailers have been marketing to the 
Latin American tourist.” Now they 
must turn to the estimated 80,000 
downtown employees — a captive 
market that is already parked in the 
area. 



Patricia Allen 


Retailers must learn to understand 
what office workers are looking for, 
what they expect when they shop. And 
office workers must learn how to shop 
downtown. 

“The office workers don’t un¬ 
derstand how to shop downtown,” 
she said, and they’re uncomfortable 
shopping with some smaller retailers 
because they don’t understand how to 
do so. 

For example, although most of the 
merchants take credit cards, Ms. Allen 
said, many don’t’take checks unless 
they know the customer. Con¬ 
sequently, when professionals and 
office workers shop downtown, they 
patronize Burdines. 

“They don’t shop in the smaller 
stores where there are incredible 
deals,” she said. The retailers will 
bargain with a customer because they 
are used to dealing with Latin 
American customers. “The tourists 
understand how to do that because 
they do it in their own countries.” 

Ms. Allen plans a series of 
seminars, initially with retailers, shop 
by shop, block by block. Using 
surveys by the association’s marketing 
committee and local universities, Ms. 
Allen plans to help retailers learn what 
office workers need and want. 

Then she will turn to office workers 
and professionals to tell them that the 
retailers now understand their needs 
better. “We’ll tell them, ‘Just try to 
shop there and see how it goes,’ ” she 
said. After all, most are members of 
the same association. 

“This can soldify the association 
both ways,” she said, “making it a 
true representation of business 
downtown.” 


Showcase Flagler block targets local customers 


By CINDY KRISCHER GOODMAN 
The Downtown Development 
Authority has begun work on a major 
effort to improve Flagler Street, 
downtown Miami’s main 
thoroughfare, and bring local dollars 
into the hands of Flagler’s merchants. 


The authority is moving into action 
on the first phase of an extensive plan 
for Flagler Street’s renovation, 
drafted more than two years ago and 
labeled the Flagler Street Initiative. 

Work begins on a demonstration 
block to showcase improvements 
planned for the entire street from 
Biscayne Boulevard to West First 
Avenue. The demonstration site, 
between Miami Avenue and East First 
Avenue, is the Flagler block with the 
fewest property owners. 

“The Downtown Development 
Authority is funding a significant 
portion of initial improvements to get 
something done on the street 
quickly,” said Joseph Tyborowski, 
urban development cordinator for the 
authority. 

“The cost of improvement on the 
one block should give us a good idea 
what the full-scale project will cost,” 



“The mayor said he wants to sec a 
difference along Flagler Street by June 
1. Things are in progress and we’ll 
carry this block to the end point 
before starting others,” Mr. 
Tyborowski said. “We hope to show 
other blocks on Flagler what can be 
done.” 

A Downtown Development 
Authority study estimates that 
downtown office workers represent 
$100 million in annual buying power 
but workers are spending most of it in 
the suburbs. Downtown’s buyers are 
primarily South and Central 
American travelers and retailers are 
gearing merchandise to this market. 


Demand for downtown’s retail 
space is heavy, with rents soaring to 
about $40 a square foot — about twice 
the rate at suburban malls. 
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The demonstration block for Flagler’s upgrading 

April 15, the board approved a will be repaired and the street In addition to adding security, plans 
$10,000 contract for Howard asphalted. The authority plans to have provide four part-time workers daily 
Brandston, a New York-based lighting pedestrian crosswalks highlighted with to clean up trash and maintain a well- 
specialist. to prepare uniaue liehtine a band or tile. omnmpH err^r 


The aurthority feels now is the time 
to do something to increase local 
interest in Flagler’s retail because the 
community wants a change. But 
tapping downtown's office workers 
will mean changing the very nature of 
downtown. 

The Authority is trying to create an 















